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Abstract 
As being service enterprises, to be able to exist and produce high quality services in very competitive international business 
environment, hotels need to follow effective and efficient promotional strategies. Giving adequate importance to the promotional 
activities, allocating adequate budgets for those activities, following changes and innovative activities in the market and informing 
the whole staff regarding those activities will help hotels in getting more expected benefits from the promotional activities 
efficiently and in a more appropriate way. This study aims to evaluate the promotional activities used by hotels and expected 
benefits from them. Data collected through the questionnaires from the hotels operating in the Region of Cappadocia in Turkey. 
Results obtained from the statistical analysis of the primary data indicate the expected benefits from the promotional activities by 
the hotel enterprises and help to make suggestions to get more benefit from those efforts.  
   
Keywords: Promotional Activities, Hotel, Capodocia 
-review under responsibility of 8th International Strategic 
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1. Introduction 
As the competition increases both among the destinations and all tourism enterprises in those destinations, 
very important to establish a dynamic promotional mix for hotel enterprises such as advertising, public relations, 
selling force, sales incentives and direct marketing. Dynamic, in this context, is related to monitoring the market 
requirements in the establishment and development of promotional strategies and activities they employ. It is worth 
generic terms referring to all types of accommodation establishments. Among the purposes of promotional activities 
for hotels in gaining competitiveness,  the followings can be seen as being the most crucial ones; informing the target 
market, even training the consumers and emphasizing the social responsibilities they fulfill (Jhony, 1997). Other 
purposes of the hotel promotional activities can be counted as follows : (a) creating demand for the hotel 
services; (b) establishing good relations with the intermediaries (i.e. travel agencies and tour operators); (c) being 
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ready to be able to present new services and innovations to the market; (d) increasing and sustaining the hotel prestige 
in the market; (e) increasing the amount of revenue per guest stayed at the hotel. 
 
Hotel managers can accomplish the followings through the promotional activities; promulgating existing services, 
enabling its acceptance, creating a use willingness in the services offered, increasing the hotel work volume, 
increasing the occupancy rate and the length of stay, creating a positive business image, creating and increasing the 
customer loyalty to the services offered by hotels. Given the reasons above, the promotional activities for hotels are 
gaining importance as being one of the marketing mix elements in very intensive competitive business environment 
. Promotion, in its gist form, can be defined as a tool of marketing mix, consists of 
communicational efforts in order to persuade the consumers to accept the services offered in the tourist market 
(Kozak, 2006). Promotion is one of the marketing activities together with product design and development, pricing 
(Kotler and Armstrong, 2001). Promotion is to make 
a product, an institution, a person or an idea known and accepted by the public, particularly by the target market 
2006). Promotion means using the informative, monitory and persuasive every publicity efforts in order to increase the 
product sales or to ease the acceptability of an idea  Promotion can be used as a tool of marketing 
(Mucuk, 2010) or marketing efforts   to send messages to the target market by the business enterprises 
in order to give information about the products offered to the consumers and create positive image about the business 
enterprises, hence it can act as a strategic marketing tool in the development and the sustainability of the businesses. 
The power of branding and brand loyalty require intensive promotional efforts in the tourism industry as it happens in 
many other industries (Erol, 2003). 
competitive business environment because of 
: (a) the increasing geographic and cultural distance between the producers and the consumers, (b) 
increased number of consumers as a result of increased population, (c) growth of markets as a result of revenue 
growth, (d) increased competition as a result of substitute products, (e) increased and spreading number of 
intermediaries, (f) changing in consumer needs and wants as a result of increased per capita income, (g) co
seek of difference, high quality and featured products, (h) seasonal variations in the demand and (h) increased brand 
loyalty among the consumers. Possible objectives of promotion is to create awareness, stimulate demand, encourage 
product trial, identify prospects, retain loyal customers, facilitate reseller support, combat competitive promotional 
efforts, reduce sales fluctuations (Pride and Ferrell, 1997). Tourism enterprises in general and hotels in particular are 
not exceptional to the above given features and benefits of promotional efforts. 
 
Against the background given above, the aim of this empirical study is to evaluate the promotional activities used 
by the hotels in the Region of Cappadocia in Turkey, particularly the focus will be on the expected benefits from those 
activities hotels use. Since the touristic agglomeration in the Region of Cappadocia is in the City of Nevsehir, this 
study has been conducted in Nevsehir as representing the Cappadocia Region. Therefore, a questionnaire has been 
prepared and applied to the managerial staff working in hotels in Nevsehir and its neighborhood. Results obtained 
from the statistical analysis of the data collected through the use of the questionnaires determine and group the 
expected benefits from the promotional activities used by the hotels in the Region and help to make suggestions to 
increase those expected benefits.    
 
2. Promotional Tools 
Generally known promotional tools, otherwise known as the elements of promotion mix, are advertising, public 
relations, personal selling and sales promotion. Recently, with the development of communicational tools, direct 
marketing has also started to gain importance as a tool of promotion.  
2.1. Advertising 
Advertising, as being a key component of promotion, enables tourism enterprises and destinations themselves or 
their products to be promoted in the target market by using mass communication mediums, such as written, visual and 
verbal mass media tools, in return for a specified payment (Blythe, 2001). Any advertising campaign needs clearly 
stated objectives about what it is setting out to achieve, related to the processes expected to take place in target 
reating 
1029 Nese Acar et al. /  Procedia - Social and Behavioral Sciences  58 ( 2012 )  1027 – 1036 
awareness, informing, persuading and reminding (Middleton and Clarke, 2005). Hotel advertising involves bringing 
It is typically done using one or more of the 
following; exterior signage, in-hotel and in-room signage and materials, brochures, radio or television commercial, 
direct mailing, internet banners, e-mail messages, yellow pages, franchisor-supplied advertising vehicles, billboards 
and personal contact (Hayes and Ninemeier, 2007). 
2.2. Public Relations 
Publicity, being as part of public relations, can be used for a single purpose, such as to launch a new product or 
ce many 
(Ferrell and Hartline, 2005). Public relations, however, is a nonpersonal form of 
communication that seeks to influence the attitudes, feelings and opinions of customers, noncustomers, stockholders, 
suppliers, employees and political bodies about the organization (Peter and Donnelly, 2007). As being one of the 
marketing mix instruments, the aims of public relations for hotels are : (a) to save the 
business activities, (b) to create financial support, (c) to gain both respect in the eyes of public and the market, (d) to 
gain public support and trust, (e) to develop positive attitudes towards themselves, (f) to increase the demand, (g) to 
establish good relations with the staff, (h) to seek employee and (i) to develop relations with the society. Public 
relations activities in tourism can be used in order to increase the efficiency of advertising and sales promotion 
activities or to create positive image for destinations, tourism enterprises, like hotels and any other tourism products 
. 
2.3. Personal Selling 
Personal selling is also known as sales force and requires personal communication with the market particularly 
attempting to inform customers about products and persuade them to purchase those products. The goals of personal 
selling vary tremendously based on its role in a long-run approach to integrated communications. These goals 
typically involve: (a) finding, informing and persuading prospectus customers to buy, and (b) keeping the customers 
satisfied (at the end loyal) through the follow-up services after the sales (Ferrell and Hartline, 2005; Peter and 
Donnelly, 2007). 
2.4. Sales Promotion 
Sales promotion, also known as sales incentive, is an activity or material that offers customer, sales personal or 
resellers a direct inducement for purchasing a product (Peter and Donnelly, 2007). Sales promotion, in other words, is 
known as being short-term incentives to encourage the purchase or sales of a product (Kotler, Bowen and 
Makens,2006). Sales promotions are usually used together with advertising or personal selling (Kotler and Armstrong, 
2001) to communicate with the targeted market. Sales promotional tools can be in various forms such as discounted 
a ala carte restaurants, complimentary familiarity tours, providing additional services and facilities for free, in short 
sales promotional tools used in hotels can be merchandising activity persuading the customers to purchase 
al., 2002). 
 
2.5. Direct Marketing 
 
Direct marketing is used as a tool of promotion through the catalogues, the internet, TV channels and other written 
and verbal media. By using the direct marketing, companies deliver wide variety of information regarding their 
products they offer, they persuade the customers to buy with special offers, and they also gain an advantage to sell 
to use direct marketing as a tool of promotion. For instance, holiday channels and hotel web sites and other special 
web pages are mostly used by hotels in accomplishing direct marketing as a tool of promotion. 
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3. The Current Literature 
There are various studies on the subject studied 
. In a study conducted by Karabulut (2005), it has been 
indicated that while a small number of large-scale hotels have an independent public relations department, in most of 
the large scale hotels, responsibilities and duties of the public relations departments are carried out by the front office 
department instead of having a separate body. Similarly, Bay (2007) and Sumak (2007), reached to the conclusion that 
most of the large scale hotels do not have a separate public relations department. However, establishing and operating 
an independent public relations department is related relates with the hotel class. For instance, while five-star hotels 
are more likely to have a separate public relations department, lower class hotels are not likely to have separate public 
relations departments. As mentioned above, those duties are carried out by other departments particularly by the front 
office. These studies have shown that hotels use newspapers, meetings, brochures, the internet and also face to face 
and telephone dialogs with the customers, as a means of public relations. 
 
Pirinccioglu (2008) has conducted a study to compare the sales promotional activities of hotels in Antalya and 
Florida. The aim of the study was to reveal if there is any difference in terms of sales promotions used by the hotels in 
Antalya and those in Florida. The findings revealed that hotels have sales and marketing department both in Antalya 
and Florida. Hotels in Antalya conduct sales promotions through travel agencies and tour operators while hotels in 
Florida conduct those activities mostly through the internet. Guler (2009) found that the hotels they sampled in their 
study do not allocate a specific budget for promotional activities. They mostly use adhoc budgeting for their 
promotional activities depending upon their needs. This indicates that those hotels are reactive rather proactive which 
is not expected from the institutionalized business enterprises. Managers of those hotels generally fulfill the 
promotional efforts through either the published documents like brochures or the internet. (2010), 
it has been indicated that hotels carry out promotional activities through their marketing departments; they use the 
promotional tools particularly in the form of advertising and publicity. The internet is also amongst the most used as a 
means of promotional activities. In Kyrgyzstan, Margaziyeva (2010) studied the promotional tools used by hotels and 
found that advertising, personal selling and direct marketing are the most used ones by the hotels surveyed in  
Kyrgyzstan and it is important to note that the internet is also used as a tool of publicity and advertising. 
 
As the above given studies indicate, most of the previous studies concentrate on the types type of promotions 
tourism firms use in their promotion efforts and make comparisons either in terms of locations (regions) and firm 
intensive study focusing on the expected benefits from the promotional activities hotels seek.  In this respect, this 
st on the expected benefits, their categorization and comparisons in terms of firm and respondent 
characteristics. 
4. Methodology 
4.1. Research Goal 
This study aims to evaluate the promotional activities used by hotel enterprises, with a special focus on expected 
benefits from those activities. The primary data collected through the questionnaires from the hotels operating in the 
Region of Cappadocia in Turkey. Results obtained from the statistical analysis of the primary data determine and 
group the expected benefits from the promotional activities used by the hotels in the Region and help to make 
suggestions to increase those expected benefits.    
4.2. Sample and Data Collection 
The population of the current study consists of 252 employees working at the managerial level in the 42 hotels 
which are tourism licensed enterprises in Nevsehir in February 2012. Although the survey aimed to reach the whole 
population, only 165 employees working at the managerial level in those firms returned the usable questionnaires (165 
returned questionnaires only from 32 hotels, received no questionnaires back from 10 hotels). The return rate is 
approximately 65% (165/252). 
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In line with the aims, a questionnaire was developed including various types of questions. In order to prepare an 
appropriate questionnaire; first the literature was reviewed, and an interview was conducted with those working at 
some managerial positions of 10 hotels in Nevsehir. Subsequently, a pilot study was also conducted with sample 
representing the targeted population. 
4.3. Measures 
The questionnaire consists of three parts: (a) the first part is related to the firm characteristics, (b) the second part 
consist of the propositions related to the expected benefits from the promotional activities and (c) the last part is 
related to the demographics of the respondents. The second part has 35 propositions on a five-point Likert type ordinal 
scale (1=strongly disagree and 5=strongly agree). The questionnaire was applied through the face to face visits and the 
drop-collect survey. Once the data was collected, the following analyses have been conducted: (a) Demographics of 
requencies and the 
percentages. (b) Expected benefits from the promotional activities have been summarized on the basis of mean values 
and standard deviations. (c) In order to group the 35 propositions related to the promotional activities used by hotels, 
factor analysis was carried out. (d) In order to measure the factor differences by the firm characteristics multiple 
variance analysis (MANOVA) was conducted. The results of the primary data and the discussions built based on the 
above given analyses are given in the section below. 
5. Analyses and Results 
5.1. Characteristics of the Hotels and Respondents  
Characteristics of the hotels and respondents are given in Tables 1 and 2. As can be noticed from Table 1, there are 
32 hotels participated in the survey. While 59.4% of the firms is hotel, 40.6% is special certificated hotel. 
Table 1. Characteristics of the hotels 
Firm Type  n % Firm Class n % 
Hotel 19 59.4 Two stars 2 6.25 
Special certificated hotel 13 40.6 Three stars 2 6.25 
TOTAL 32 100.0 Four stars 11 34.37 
   Five stars 5 15.62 
   Other 12 37.50 
   TOTAL 32 100.0 
 Room Number n % Bed Number n % 
-50 14 43.8 -50 5 15.6 
51-100 3 9.4 51-100 9 28.1 
101-150 7 21.9 101-150 3 9.4 
151-200 4 12.5 201-250 3 9.4 
201-250 1 3.1 251-300 5 15.6 
301 + 3 9.4 301-350 1 3.1 
TOTAL 32 100.0 351 + 6 18.8 
   TOTAL 32 100.0 
Occupancy Rate n % Personal Number n % 
-%25 1 3.1 - 10 5 15.6 
%26-50 4 12.5 11-20 4 12.5 
%51-75 17 53.1 21-30 3 9.4 
%76-100 10 31.3 31-40 2 6.3 
TOTAL 32 100.0 41-50 5 15.6 
   51 + 13 40.6 
   TOTAL 32 100.0 
Integration Status n %    
 22 68.8    
Chain firm 10 31.3    
TOTAL 32 100.0    
Table 2. Characteristics of the respondents 
 Pozition n %  Educational Level n % 
Firm Owner 6 3.6 Primary 3 1.8 
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General Manager  Firm Manager 16 9.7 Secondary 13 7.9 
General Manager Ass./ Firm Manager Ass 5 3.0 High School 55 33.3 
Department Manager 
Department chief 
37 
70 
22.4 
42.4 University Degrees 
89 53.9 
Other 
TOTAL 
31 
165 
18.8 
100.0 Degrees 
5 3.0 
   TOTAL 165 100.0 
Experience In Sector n % Experience In Firm n % 
1-5 50 30.3 - 1 23 13.9 
6-10  31 18.8 1-3  55 33.3 
11-15 33 20.0 4-6  40 24.2 
16-20 33 20.0 7-9  15 9.1 
21+ 18 10.9 10 + 32 19.4 
TOTAL 165 100.0 TOTAL 165 100.0 
Gender n %  Age n % 
Female 53 32.1 21-30          73 44.2 
Male 112 67.9 31-40          64 38.8 
TOTAL 165 100.0 41-50        24  14.5 
 51 + 4 2.4 
 TOTAL 165 100.0 
 
Expected benefits from the promotional activities by the responding firms are given in Table 3. In terms of the 
mean values, expected benefits from promotional activities by the responding firms are ranked by their level of 
importance. All mean values are above 3.0. The first ranked three propositions are as follows: (a) promotional 
activities are [not] waste of time, (4.073), (b) a proper web site is necessary for the promotional efforts of hotels 
(4.061) and (c) promotional efforts allow customers to be aware of new services offered (3.994).  
Table 3. Expected benefits from promotion activities 
Promotion Activities (Propositions) N Mean 
Std. 
Deviation 
Promotional activities close the distance with the market 165 3.564 1.251 
Promotional activities are [not] waste of time* 165 4.073 1.045 
Promotional activities are [not] waste of money* 165 3.988 1.099 
It is [un]necessary for a hotel which has a proper positioning in the market* 165 3.642 1.184 
Promotional tools need to be updated depending on market conditions 165 3.873 1.043 
Advertising expenses should be seen as being long term investment tools  165 3.709 1.158 
Promotional activities should be carried out by a separate department of the hotel 165 3.776 0.959 
Promotional activities should be carried out by qualified human resources 165 3.885 1.002 
A proper web site is necessary for the promotional efforts of hotels 165 4.061 1.086 
Promotional efforts should be used in a way supporting each other 165 3.952 1.005 
Promotional efforts should aim the staff working in the hotel 165 3.867 0.966 
Promotional efforts foster the consumers to seek more  165 3.921 0.943 
Promotional efforts persuade the consumers to come back to the hotel again 165 3.897 1.016 
Promotional efforts provide hotel brand recognition and its acceptance  165 3.909 1.041 
Promotional efforts create and increase demand for hotel services  165 3.733 1.025 
Promotional efforts develop the relations with travel 165 3.897 0.985 
Promotional efforts allow customers to be aware of new services offered 165 3.994 0.991 
Promotional efforts help to increase the hotel respectability in the market 165 3.873 1.049 
Promotional efforts help to increase sales volume during the low seasons 165 3.733 1.060 
Promotional efforts help to increase the hotel profitability 165 3.782 1.036 
Promotional efforts increase the hotel recognition in the market 165 3.867 0.953 
Promotional efforts contribute to reach the expected targets of the hotel 165 3.800 0.983 
Customer satisfaction increases as a result of the promotional efforts 165 3.636 1.048 
Promotional efforts make the hotel known widely within the market 165 3.903 0.932 
Promotional efforts act as an information collect tool 165 3.661 0.991 
Promotional efforts provide establishing communication with the external environment 165 3.618 1.056 
Promotional efforts provide internal communication among the departments and staff 165 3.436 1.061 
Promotional efforts creates positive image towards the business 165 3.739 0.987 
Promotional efforts give an opportunity to explain their services in detail  165 3.655 1.016 
Promotional efforts ease the consumer persuasion  165 3.770 0.992 
Effective promotion provides a competitive advantage 165 3.752 1.032 
Effective promotion reduces the dependency on competitive brands 165 3.503 1.151 
Promotion helps and supports the increase in sales 165 3.946 0.919 
Promotion helps to increase the market share 165 3.782 0.969 
Promotion helps to increase the occupancy rate 165 3.855 0.977 
*: Negative propositions were reversed.  
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Scale: 1=strongly disagree and 5=strongly agree. 
5.2. Factor Analysis: Expected Benefits from the Promotion Activities 
Factor analysis was conducted to reduce the 35 items (propositions related to the expected benefits from the 
factor groupings. Principal components analysis was used to 
identify underlying grouped factors because of its simplicity and distinctive characteristic of data-reduction capacity 
for extraction. The Kaiser Meyer Olkin Measure of Sampling Adequacy (KMO = 
Sphericity ( 2 = 4125,810, p < .000) confirmed that factor analysis was appropriate on these items. The analysis 
produced seven factors with eigenvalues greater than 1, which together accounted for 68.775% of the common 
.956, which indicated satisfactory level of internal reliability for the 
scale (Gegez, 2008). The 
acceptable levels. Rotated Component Matrix factor loadings are also given in Table 4. Factors have been given an 
appropriate factor name depending upon the propositions they consist of. 
Table 4. Factor analysis 
Factors Factor 
Loadings 
Percent of 
Total 
Variance 
Eigen 
Values 
Cronbach's 
Alpha 
Factor 1: Hotel performance effect  41.700 14.595 .892 
Promotional efforts increase the hotel recognition in the market  
Promotional efforts help to increase the hotel profitability  
Promotional efforts contribute to reach the expected targets of the hotel  
Promotional efforts help to increase sales volume during the low 
seasons. 
Customer satisfaction increases as a result of the promotional efforts  
Promotional efforts make the hotel known widely within the market  
Promotional efforts help to increase the hotel respectability in the 
market 
.779 
.701 
.637 
 
.589 
.555 
.532 
 
.518 
   
Factor 2: Recognisability 
Promotional efforts develop the relations with travel  
Promotional efforts foster the consumers to seek more  
Promotional efforts persuade the consumers to come back to the hotel 
again  
Promotional efforts provide hotel brand recognition and its acceptance  
Promotional efforts create and increase demand for hotel services  
Promotional efforts allow customers to be aware of new services offered 
Promotional efforts should aim the staff working in the hotel 
 
    .662 
.658 
 
.656 
.616 
.610 
.564 
.547 
6.371 2.230 .896 
Factor 3: Communication 
Promotional efforts provide internal communication among the 
departments and staff 
Promotional efforts provide establishing communication with the 
external environment 
Promotional efforts give an opportunity to explain their services in detail 
Promotional efforts creates positive image towards the business 
Promotional efforts act as an information collect tool 
 
     
.799 
 
.732 
 
.626 
.595 
.541 
5.813 2.035 .845 
Factor 4: Promotion management 
Advertising expenses should be seen as being long term investment 
tools 
Promotional tools need to be updated depending on market conditions 
Promotional activities should be carried out by a separate department of 
the hotel. 
Promotional activities should be carried out by qualified human 
resources  
A proper web site is necessary for the promotional efforts of hotels  
Promotional activities close the distance with the market 
 
 
.748 
.657 
 
.635 
 
.571 
.557 
.491 
4.570 1.599 .817 
Factor 5: Sales performance effect 
Effective promotion reduces the dependency on competitive brands. 
Effective promotion provides a competitive advantage. 
Promotional efforts ease the consumer persuasion 
Promotion helps and supports the increase in sales 
 
.774 
.651 
.636 
.626 
3.660 1.281 .845 
Factor 6: Cost  effect  3.428 1.200 .863 
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Promotional activities are [not] waste of money. 
It is [un]necessary for a hotel which has a proper positioning in the 
market 
Promotional activities are [not] waste of time. 
.877 
 
.845 
.841 
Factor 7: Support effect 
Promotion helps to increase the occupancy rate 
Promotion helps to increase the market share 
Promotional efforts should be used in a way supporting each other 
 
.597 
.566 
.559 
3.232 1.131 .813 
     
 
Factor 1 named as hotel performance effect propositions related to expected benefits from the 
promotion activities promotional efforts increase the hotel recognition in the market
promotional efforts help to 
p
p customer satisfaction 
increases as a result promotional efforts make the hotel known widely within the 
 p This factor 
explains the 41.700 % of the total variance score. 
 
Factor 2 named as recognisability
promotional p has the  highest 
varience score (.662), sub promotional efforts foster the 
consumers p
promotional efforts provide hotel brand recognition promotional efforts create and 
p
p 547). This factor explains the 6.371% of 
the total variance score. 
 
Factor 3 communication propositions related to expected benefits from the 
promotional activities promotional efforts provide internal communication among the 
 has the  highest variance score (.799) subsequent propositions have the following variance 
p promotional 
efforts g promotional efforts creates positive image 
 p  This factor explains 
the 5.813% of the total variance score. 
 
Factor 4 promotion management propositions related to expected benefits from the 
promotional activities a
has the  highest vari promotional tools need to be updated depending on 
p
promotional activities should be carried a proper web site is necessary for 
the promot  p has the 
variance score of .491. This factor explains the 4.570% of the total variance score. 
 
Factor 5 sales performans effect propositions related to expected benefits from the 
promotional activities e has 
the  hig e
p promotion helps and supports the increase in 
has the variance score of .626. This factor explains the 3.660% of the total variance score. 
 
Factor 6 cost effect propositions related to expected benefits from the promotional 
activities p has the  highest varience score (.877),  while 
i promotional 
has the variance score of ,841. This factor explains the 3.428% of the total variance score. 
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Factor 7 named as consisting three propositions related to expected benefits from the 
promotional activities p has the  highest varience 
score p promotional efforts 
has the variance score of .559. This factor explains the 3.232% of the 
total variance score. 
5.3. Comparison of the Expected Benefit Factors by Firm Characteristics 
In this section, the aim is to compare the expected benefits factors by firm characteristics. In other words, it is the 
aim of this section to compare the above given seven factors as being the dependent variables by firm characteristics 
as being the independent variables. To do that, a multivariate analysis of variances (MANOVA) has been applied to 
the primary  (also called Lawley-Hotelling or 
Hotelling-Lawley Trace), as a statistic for a multivariate test of mean differences between two groups, has been used.  
 
As the results of this test indicates, only one out of seven expected benefits from the promotional activities differ in 
terms of firm characteristics, such as firm type, however there is no difference among the groups by other firm 
characteristics, such as operating year, integration form, availability of the marketing department and type of 
transportation to hotel; five out of seven expected benefits from the promotional activities differ in terms of respondent 
characteristics, such as educational level, however there is no difference among the groups by other respondent 
characteristics, such as gender and professional experiences. 
 
factors showed significant differences in terms of firm type. s
of firm type. The mean value for hotel grouping is 3.93 and  that for special certificated hotel grouping is 3.42. This 
may be because of as the special certificated enterprises are unique in nature and provide facilities which are boutique. 
In other words, the special certificated enterprises may not feel to carry out promotional activities because of their 
small scale capacity and uniqueness in a competitive environment resembles to monopolistic structure. On the other 
hand, hotels may consider promotional activities as a tool of emphasizing their difference from the competitors in a 
market condition of non monopolistic comparing to the market structure of the special certificated enterprises. 
Table 5. Factors perceptions by firm and respondents characteristics 
Factors Firm Type F Sig. 
Hotel Special certificated hotel 
Sales performance effect 3.93  3.42 6.349 0.017 
Hotelling's Trace: Value = 1.224  F= 4.198   Hypothesis d.f. = 7.000 Error d.f.  = 24.000 Sig.= 0.004 
Factors Educational Level F Sig. 
Primary Secondary High School Associate and 
University 
Degrees 
Doctorate 
Degrees 
Hotel performance effect 1.95 3.62 3.64 3.99 3.57 7.217 0.000 
Recognisability 1.95 4.12 3.78 3.97 4.02 6.127 0.000 
Communication 2.40 3.56 3.49 3.75 3.56 2.810 0.027 
Sales performance effect 1.66 3.44 3.75 3.85 3.60 6.004 0.000 
Support effect 2.11 3.89 3.64 4.05 3.66 6.150 0.000 
Hotelling's Trace: Value .416  = F=2.267 Hypothesis d.f. 28.000 = Error d.f.  = 610.000 Sig.= 0.000  
 
As can be seen from Table 
factors showed significant differences in terms of educational level.  
 support effect
level of the respondents. As the level of educational increases, the perceptions of the respondents on the expected 
 
support effect
education are able to recognize the possible expected benefits of the promotional activities more. 
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6. Conclusion 
This study with empirical evidences revealed the expected promotional benefits of the hotels operating in the 
-oriented tourist destination. In order to group the expected 
benefits, a factor analysis has 
recognisability communication promotion management sales performance effect cost  effect
fference in terms of firm and respondent 
recognisability communication sales performance effect
to 
the special certificated and boutique ones. These findigs in dicate the expected benefits from the promotional 
activities. These findings may lead the planners and the policy makers, and also the industry players to determine the 
type of promotional efforts need to be given in line with the industrial expected benefits. Further research is needed to 
understand the expected promotional benefits of the hotel enterprises, particularly from different regions and business 
culture. And also a compartive perspective would be more useful to get a deeper understanding on the topic studied. 
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